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INTRODUCTION
In 1949, David Manning White first analyzed the gatekeeping process
in a classic study called "The
tion of News.

11

1

Gatekeeper 1 :

A Case Study in the Selec-

White's analysis paved the way for subsequent research

in the field of news selection, and his findings are still very relevant
today.
The purpose of this study is to examine closely the way two
"gatekeepers" of similar rank, but dissimilar media forms (magazine vs.
radio), go about selecting community and civic news to be published or
broadcast from the tremendous volume of press releases they receive each
week .

BACKGROUND
The word "gatekeeper" is essentially a sociological term used in
mass communication research, and was originally coined in 1947 by Austrian
psychologist Kurt Lewin, who used it to describe the process by which a
news item, traveling through channels, gains clearance at certain checkpoints along the way.

Lewin called these checkpoints

11

gates.

individuals or organizations who give clearance he labeled

11

11

The

gatekeepers. 111

In mass communication research, that term has been expanded to mean
any person or formally organized group directly involved in relaying or

11

transferring information from one individual to another through a mass
mediu m. 112
According to Lewin, the traveling of a news item through communication channels is dependent on the fact that certain areas within the
channels function as gates.

Lewin said that gate sections are go verned

either by impartial rules or

11

gatekeepers,

11

and in the 1atter case an

individual or group holds the power for making the decision between
or

11

out.

11

irt

11

To understand the functioning of the

11

gate~ 11 Lewin said was equiva-

lent to understanding the factors which determine the decisions of the
11

gatekeepers.

113

White built upon Lewin s work in 1949 with his classic study of
1

gatekeepers.

To complete his analysis, he secured the assistance of a

daily newspaper wire editor-- Mr. Gates 11 --whose job was to select from
11

all of the wire copy his newspaper received (The Associated Press, United
Press and International News Service) which wire stories would appear in
2

3

the newspaper.

White focused his attention on the wire stories that were

not selected for publication.

"Mr. Gates" participated in the study by

saving every piece of wire copy that came across his desk over a one-week
period, and indicating on each of the rejected pieces his reasons for not
selecting them.
White observed that many of the reasons given by Mr. Gates fell into
the category of highly subjective value-judgments .

Upon analysis of

these reasons and Mr. Gates' replies to four questions submitted by the
experi menter about his selection process~ White concluded that (if Mr.
Gates was a fair representative of his class) "in his position as 'gatekeeper,

1

the newspaper editor sees to it (even though he may never be

consciously aware of it) that the community shall hear as a fact only
those events which the newsman, as the representative of his culture,
believes to be true. ,A
The goal of the gatekeeper study was to make a contribution toward
a better understanding of the behavior of mass communciations specialists;
White's more immediate goal, however, was an attempt to explain some of
the facets of behavior within the complexities of the news gathering
process.
In 1955, sociologist ~Jarren Breed argued that newspaper reporters
"learn by osmosis" which stories are important to the management of their
newspapers, and how they should be handled. 5
After interviewing 150 newsmen from a cross-section of newspapers
located primarily in the northeast, Breed found that in none of the papers
surveyed were there formal "training': programs to introduce them to the
papers' policy, yet all but the newest reporters knew what their policy

4

was.

According to Breed, the learning of policy is a process by which

the recruit discovers and internalizes the rights and obligations of his
status and its norms and values.

He learns to anticipate what is expect-

ed of him in order to win rewards and avoid punishments.

Breed found

that it is seldom necessary for a newspaper owner to issue an explicit
policy manifesto .

Conformity, however, is not automatic for three

reasons:
1.
2.

3.

the existence of ethical journalistic norms,
the fact that staff subordinates (reporters, etc.) tend
to have more liberal attitudes (and, therefore, perceptions) than the publisher and could invoke the norms to
justify anti-policy writing, and
the ethical taboo preventing the publisher from commanding subordinates to follow policy.

Breed concluded that the publisher's policy, when established in a
certain area, is usually followed, and that a description of the dynamic
socio-cultural situation of the newsroom will suggest explanations for
this conformity.

Furthermore, Breed postulated that the newsman's source

of rewards is located not among the readers, who are basically his clients)
but among his colleagues and superiors.

Instead of adhering to his per-

sonal societal and professional ideals, he redefines his values to those
of the newsroom group.

He thereby gains not only status rewards, but
also acceptance into a solitary group. 6
Walter Gieber expanded on Breed's findings in 1956 by examining 16
wire editors from a variety of Wisconsin daily newspapers that were
receiving the AP wire alone.

Gieber found that common to all of the

editors were the pressures exerted by the reality of the newsroom bureaucratic structure and its operation.

The most powerful factor influencing

their reporting of the news, however, was not the evaluative nature of

5

the news itself, but rather the pressures of getting the copy into the
newspaper.
The editors were so preoccupied with the mechanical pressures of
their work, they did not have time to worry about the social meanings and
impact of the news.

Their personal evaluations rarely entered into their

selection process, and the values of their employers were an accepted
part of the newsroom environment.
In short, the wire editors were found to be "task-oriented"; they
were concerned with the goals of production, bureaucratic routine and
interpersonal relations within the newsroom. 7
h later study by Gieber analyzed both the sources of the news and

the reporters of it.

Gieber found that the two

11

gatekeepers

11

in this

single channel (source to reporter) of news were operating at different
levels of discourse.
The sources tended to communicate in connotative terms--i.e., the
public had to know about a particular event, etc.--but they had little
notion of the ways in which the press worked, and they had little knowledge of the mass media audience.

In essence, they were attempting to

communicate in terms of their own values and assuming that the audience
shared those values.

The sources saw consonance among the stories, them-

selves and the public, and believed themselves frustrated by a dissonant
press.
The reporters, on the other hand, with few exceptions, personally
held the same general values as the sources, but publicly did not convey
them.

In handling relevant news stories, they tended to use denotative

6

symbols (names rather than values); action rather than meaning; controversy rather than consensus.

They appeared to be oriented primarily to

problems of the craft and the newsroom.
According to Gieber, the reporters' major concern was
'climate' of the newsroom:

11

with the

they recognized themselves as employees of

a news-gathering bureaucracy in which the rewards came from their
editors and colleagues.

The values of the newspaper (news policy) were

not considered a problem; the reporters accepted it as part of the
bureaucratic structuring.

They were more inclined to complain of

inconsistency in or lack of policy, indicating that the frame of reference created by the bureaucratic structure controls the fate of the
news much more than the needs of the audience. 118
In 1957, a model of mass communication was developed by Bruce
Westley and Malcolm Maclean, which graphically illustrates the concept
of the gatekeeper in the mass communication process (see Figure 1).

X4

X3c
X4

X
A
C
B

= Source of Information
= Sender
= Gatekeeper
= Audience

f - Feedback

xco
Figure 1.

Model of Mass Communication.

7

In this diagram, the X's refer to events or sources of information
(e.g., an automobile accident or a press conference speech).
diagram, suppose the mass communicator

11

A is a reporter who describes
11

an accident or speech in the newspaper.
either the editor

11

fBC

11

or reporter

importance of the news story.
the reporter

11

fCA.

11

fBA

Using this

The readers may respond to
11

regarding the accuracy or

The editor may also provide feedback to

119

Within this context, it is important to distinguish between gatekeepers and regulators.
content.

Both act to check, restrain, or clarify media

Gatekeepers, however, are a part of the media institution and

share its basic value system.

Regulators exist outside the media and

operate on different value systems.

For example, the U.S. Supreme Court,

acting as a regulator, may declare a film to be pornographic and halt
its distribution.

True gatekeepers in mass communication are an integral

part of an established system or organization.

Moreover, media systems

do not simply tolerate gatekeepers; they create them.
In 1966, White's gatekeeper study was updated by Paul B. Snider,
using the same

11

Mr. Gates" who had participated in White's original study.

Snider's purpose was to replicate the White study as closely as possible
in an attempt to determine whether the passing of 17 years had changed
Mr. Gates' attitude toward news selection.
Snider found that Mr. Gates still chose the stories he personally
liked and believed his readers wanted, and that he liked to gather the
wire copy in broad classifications as a convenient method of scanning,
selecting and consolidating the stories.

He did not, however, try to

fill any quotas within those classifications.

The biggest change in

8

the 1966 study was that Mr. Gates• newspaper (the same one as in the
previous study) subscribed to only one news wire, as opposed to three
in 1949) thus requiring him to do more editing of the stories himself
if he disliked the way they were written, rather than choose from
another wire.
Snider found that after 17 years, Mr. Gates used fewer human
interest stories than he did in 1949, and was generally more concerned
11

news, a trend Snider said was common among daily news papers
at the time. 1O
with

ha rd

11

Most of the research that has looked at the role gatekeepers play
in the media was conducted in the

1

5Os and

1

6Os, shortly after White s
1

original gatekeeper analysis was published.
Of those, one study showed that when a news principal is female,
the newsworthiness of the item diminishes for at least some gatekeepers.11

Ano t her analysis revealed that a heavy use of standardization

in the editing process has contributed to uniformity among most newspapers, rather than distinction, and that editors and gatekeepers were
relying more heavily on standardized processes to make their decisions. 12
Yet another study indicated that newspaper editors as gatekeepers are
becoming more and more passive in their news selection function, and
relying more on the recommendations from the wire services as to where
to trim stories if they need to be edited, etc. 13
A number of theories have been postulated regarding the routinization of story selection by reporters and editors.
is journalist-centered.

One such theory

It argues that the news is shaped by the pro-

fessional news judgment of journalists.

For example, politicians have

9

held a journalist-centered view when they judge the news by its implications for their political careers; they blame journalistic bias when the
news hurts them.
A second type of theory popular with social scientists locates the
routinization in the news organization and shows how story selection is
influenced by organizational requirements and/or quotas.

For example,

some organization theories focus on the news organizations themselves
and look at how their structures and division of labor affect story
selection.
A third approach to story selection is event-centered.
ca 11 ed the

mi rro1~ theory,

11

11

Sometimes

this a pp roach proposes that even ts determine

story selection, with journalists simply holding a mirror to them and
r eflecting their image to the audience.
The last set of theories explains story selection by forces outside
of the news organization, such as the technology of the medium, the
current state of the economy, and the notion that the news is molded by
powerful grou ps in society. 14
According to Herbert J. Gans, story selection is composed of two
processes:

11

one determines the availability of news and relates journal-

ists to sources; the other determines the suitability of news, which
ties journalists to audiences. 1115

Sources and journalists, however,

must have access to each other before information can become news, but
that access is differentially distributed, depending in part on the
social distance between sources and journalists, and even more so on
their respective power.

Access reflects the social structure outside

the newsroom, and because that structure is hierarchical, the extent

10
to which information is available to journalists is hierarchically and
differentially distributed.
The actual selection of stories from available information is a
hurried process, according to Gans.
intuitive judgments.

Editors act on the basis of quick,

As a result, the considerations must be quickly

and easily applicable so that choices can be made without too much
deliberation.

Simple considerations also help journalists avoid exces-

sive uncertainty about whether they have made proper choices.

On the

other hand, the considerations have to be flexible so that they can be
adapted to the endless variety of available news.

To prevent chaos,

the application of news judgment requires consensus among journalists,
and perhaps even more importantly, a hierarchical organization in
which those with more power can enforce their judgment when necessary.16
While gatekeepers can take many forms (publisher, reporter, editor,
etc.), the major gatekeeper in the news media today is the editor.
Studies indicate that a typical large-city daily newspaper can carry
as little as one-tenth of the news that comes into the newsroom on any
given day.17

Editors must decide what emphasis to give those stories.

Print gatekeepers are limited by space, and broadcasters are limited
by time.
A survey of more than 600 newspaper editors by the Newspaper
Advertising Bureau in 1977 found that on the whole, editors tend to
agree on what they feel readers want. 18
The NAB's findings showed that among the identifiable traits
editors associate with quality, only two (total size of the news hole
and the ratio of news to advertising) are completely outside the

11

editor's control.

According to the survey, most editors think that a

good newspaper should be substantially written by its own staff; should
11

radiate

11

opinions, with a lot of news interpretation, wire services,

letters and political columns; should be graphically attractive; and
should be easy to read with a lot of pictures throughout. 19
The survey also showed that editors have a high degree of confidence in their readers.

What they think is good in a newspaper is in

most cases not too different from what they think their readers like.
In addition, they feel that circulation gains will come about by tailoring content to reader interests.
Leo Bogart, general manager of the NAB, said that he suspects the
reason so many editors are putting less emphasis on hard news and more
on feature material these days (unlike the time of Snider's study, 1966),
is because its pertinence is less dependent on where people live.

As

cities migrate outward into suburbia, Bogart said, what has previously
been defined as

11

local news" is apt to be a lot less significant to

·
t 1ng
·
m1gra
rea ders th an ,· t used to be. 20
A year-long study in 1982 that employed a participant-observer
approach to examining the manner in which stories are chosen for use in
a daily newspaper found evidence to support the following hypotheses:
1.

2.
3.
4.
5.

Perceived publisher interest and established publisher
policy have a major bearing on the choices of stories.
Concern for whether a competing paper will use a story
is often a determining factor.
Perceived reader interest is a strong factor in the
selection of stories.
Interest of the individual gatekeepers are strong
factors in the selection of stories.
Newsroom pressure often influences the choice of individual stories.

12
Of these, publisher policy and personal interests were the most
frequently cited reasons (27.2%) for story selection.21

Press Releases and the Media
Each week, newspapers, magazines, television stations and radio
stations all receive literally thousands of press releases from people,
organizations and businessses trying to generate some free press.

In

each of these organizations, there is at least one person on staff who
is responsible for sifting through these releases and selecting which
stories will be used.

In addition, this person is sometimes responsible

for determining how much space (or air time) a story will receive.
Traditionally, a good press kit is composed of the following basic
elements:
1.

2.
3.
4.
5.
6.
7.

The "cover" release--the basic release that gives the
fundamental facts of the story (the who, what, where,
when, why and how).
The backgrounder release--a more in-depth explanation
or history of the event in question.
The "remarks" (or quotes
release--a forum for commenting on the key players and influential persons
involved with the story.
The text of any statement or speech at the event (if
applicable).
Biographf release--biographies of significant people
or the company in the release.
Supporting documentation or literature.
Pertinent photographs.22
11

11

11

11

)

11

1

Most editors look at each release and piece of news that comes
across their desk, but few read every word because they do not have the
time.

Press releases are particularly identifiable to them because

most are printed on distinctive news release letterhead or are prominently marked

11

For immediate rel ease

11

or "Press information.

11

13

The fate of most releases is often based on a quick reading of the
headline and a paragraph or two.

This is why professional publicists

try to make their releases as attractive, attention-getting and complete
as possible in order to improve their chances of being used.

A contact

name and phone number where that person can be reached is usually prominently displayed at the top of the release so the editor can get in
touch with the source if necessary.
Cover letters and follow-up calls are also employed to help
encourage the use of a release by the media. 23
A survey of city and managing editors of daily newspapers in 1978
by Chuck Honaker found that most editors claim to use only about
5% of the news releases they receive. 24

Responding editors were

very vocal in their complaints regarding the vast abundance of releases
they receive, some of which were as follows:
Out-of-date mailings lists--the releases were sent to
people who hadn't worked for the newspaper in years.
Releases with information missing.
Releases that were more than a page long.
Releases that arrived after the event was no longer
news.
Releases that tell nothing new or don't bother to tell
anything new until halfway down the release.
Releases with a lot of fancy printing, die cut paper,
and other unnecessary "puffery."
Honaker found that most releases ended up in the wastebasket simply
because editors felt that they were not news.

According to Honaker,

newsprint shortages and escalating production costs have forced newspapers to tighten up their news holes drastically.
face stiff competition for space in the paper.

Thus, news releases

Unless they have a local

angle or an indication of a specialized local interest, editors generally

14

have no use for them.

News releases that announce upcoming public events

were the most widely used releases, according to the survey.
A substantial number of editors claimed that the worst releases
came from businesses promoting a product and from schools promoting
student activities.
An overwhelming majority of the editors held negative feelings
toward the public relations industry as a whole for providing them with a
daily flood of worthless press releases that must be sifted through every
day.

The clear consensus among them was that while some press releases

are needed, they should be sent much more selectively than they currently are. 25
Honaker replicated his survey in 1981, and found editors to be "even
more repulsed" than they were in 1968 by the steady and overwhelming flow
of releases that are poorly written and have

11

absolutely no news value."

The consensus of the editors in the second survey was,
thing to say, don't let a release be your voice.

11

11

If you have some-

Many suggested that a

phone call should be made in advance to see if there is any interest in
the story before going to the trouble and expense of sending a release.
Several editors, on the other hand, commented that they felt that most
press releases are written to impress clients, rather than reporters, and
will therefore continue to flood the market as they have in the past. 26
Another survey that examined the reasons why new-product releases
do not get published found that many of them are rejected because
they are targeted for the wrong publications.

Furthermore, many editors

complained that many releases are poorly written, not clear and do not
contain enough information.

The survey concluded that the public

15

relations people responsible for the releases frequently were not doing
enough background research on the publications, e.g., making an effort to
find out what types of stories are accepted, who to contact, etc., before
mailing the releases.

By doing a little more advance research, they

could eli minate a substantial amount of waste. 27

16
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DESIGN OF STUDY
This study is designed to examine the process in which press releases
are reviewed and selected for use in the media by print and broadcast
gatekeepers.

The study itself replicates the basic experiment employed

by White, and subsequently Snider (the analysis of a gatekeeper
11

11

at his

gate), but instead focuses on the public relations push from the community
and its effect on the gatekeeping process.

In other words, what types of

press releases are most likely to be used by magazine and radio editors?
Two managing editors (one from a local city magazine, Central Florida
Magazine (CFM), and one from a local AM radio station, WDoO) were asked to
collect all of the press releases they received over a one-week (five-day)
period, and indicate on each release whether or not they used it, along
with a brief explanation of why or why not.

At the end of this period,

the two editors were interviewed individually, and their r~asons for
selecting the releases they did were compared and contrasted.
A content analysis was conducted to examine the types of releases
each editor (gatekeeper) received, the types of releases accepted for use,
and types of releases rejected.

Specifically, the data were broken down

and examined by the following categories:
1.

Total number of releases received by each gatekeeper

2.

Percent of total accepted for use by each gatekeeper
a.

3.

Area of use for each accepted release

Percent of total rejected for use by each gatekeeper
a.

Reason given for each rejected release

lA

19

4.

Subject matter of accepted releases by each gatekeeper, by area
of use

5.

Subject matter of rejected releases by each gatekeeper, by reason
for rejection

6.

7.

Origin of all releases received by each gatekeeper
a.

Origin of accepted releases

b.

Origin of rejected releases

Length and type of releases received by each gatekeeper
a.

Length and type of accepted releases

b.

Length and type of rejected releases

c.

Length and type of all releases

As in the White and Snider studies, a series of questions were posed
to each gatekeeper during a personal interview to provide further insight
into their decision-making process.

The questions presented to each

gatekeeper were as follows:
1.

What criteria do you use in selecting a press release?

2.

Approximately how many press releases do you receive per week?

3.

Describe the audience for whom you select stories.

What type of

research do you have to support this perception of your audience?
4.

Approximately how long do you spend reading a release before you
make your decision?

5.

Do you reject releases because of the format in which they are
presented?

Specifically:

20

a.

Does it make a difference to you if they come in a press kit
or alone?

b.

Do you prefer them to be written in the inverted pyramid
style?

c.

Does the length of the release matter to you?

d.

Do you ever reject a release because there is no contact
person and phone number clearly indicated on it?

6.

What specific types of news are you most interested in receiving
a press release about?

7.

Describe any existing company policies to which you must adhere
in your treatment of and selection of press releases?

8.

Are the press releases you select ever used without re-writing?

9.

Whe r e in your publication/broadcast schedule do you use press
releases?

10.

Where do you get most of your news and story ideas?

ll.

Describe any prejudices you have which may affect your choices of
press releases.

12.

Biographical information (including job history, education,
hobbies and interests).

RESULTS
The local magazine received more than twice the number of press
releases during the one-week period of collection than did the radio
station, with surprisingly little duplication between the two (CFM:127;
WDB0:61 ).

Of the 127 releases received by the CFM gatekeeper, nine were

accepted for definite publication, and five were retained for possible
use.

Of the 61 releases received by the WDBO gatekeeper, 11 were accepted

for definite use and nine were retained in the "futures fi 1e for future
11

consider ation by the assignment desk.

(See Table 1)

TABLE 1
BREAKDOWN OF ALL PRESS RELEASES RECEIVED BY CFM AND WDBO
WDBO

CFM
Number

Percent

Number

Percent

14
113

11 %

20

33 %

89

41

67

127

100%

Total Accepted
Total Rejected
Total Received

61

100%

Of those releases accepted for definite publication by the CFM
gatekeeper, only one was chosen to be used as the basis for a feature
story, while the balance were designated to be used in the calendar of
events listing,

11

Newsmakers

11

section,

11

Sidestreets

11

section and the dining

guide.
On the other hand, of those releases accepted for definite use by the
WDBO gatekeeper, three were selected to be used as the basis for a feature
story, with the balance filling business news, public service announcements
and the crime report.

(See Table 2)
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TABLE 2
AREA OF USE FOR ACCEPTED PRESS RELEASES BY GATEKEEPERS
CFM
Number
Calendar of Events
Newsmakers*
Feature Story
Sidestreets**
Dining Guide
Maybe***

WDBO
Number

Percent

4
2
1
1
1
5

29%
14
7
7
7

News Item****
Business News
Feature Story
PSA*****
Crime Report

Percent

9
4
3
3
1

45%
20
15
15
5

36

*

14
100%
20
Business executives within the community who have received
promotions or recognizable awards

**

Short clips about unusual happenings or offerings within the
community

***

Release set aside by gatekeeper for future consideration.

****

To be retained in "Futures File 11 for consideration by assignment

100%

desk.
*****

Public Service Announcement

The most frequently cited explanation for rejection by the CFM
gatekeeper was "not applicable

11

(31 responses), followed by "not local"

(25 responses), "no interest•• (16 responses),

11

responses), "received too late" (13 responses),

no business section" (15
11

no space" (9 responses)

and "no picture" (4 responses).
The most frequently cited explanation for rejection by the WDBO
gatekeepere was "not relevant" (24 responses), followed by "old news" (8
responses), "not local" (6 responses), "too commercial" (2 responses) and
"solicitation of an endorsement" (1 response).

(See Table 3)
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TABLE 3
REASON GIVEN FOR REJECTION OF PRESS RELEASE BY GATEKEEPERS
CFM
Not applicable
Not Local
No Interest
No Business Section
Received Too Late
No Space
No picture*
Total
*

Number

Percent

31
25
16
15
13
4

27%
22
14
13
12
8
4

11 3

100%

9

WDBO
Number
Not Relevant
Old News
Not Local
Too Commercial
Solicitation of
Endorsement

Percent

24
8

58%
20
15
5

6

2

2
41

If picture had been sent, release would have been used in
section.

100%
11

Newsmakers

11

Content of Releases
Only nine press releases were received by both the CFM and WDBO
gate keepers.

Of those, six were accepted for use by the WDBO gatekeeper,

and one was accepted for use by the CFM gatekeeper.

(See Table 4)

The content of those releases accepted for use by the CFM gatekeeper
differed sharply from those accepted by the WDBO gatekeeper.

In only one

instance (Downtown Orlando Bed Race) was the same press release accepted
for use by both gatekeepers.

Two releases that were accepted by the WDBO

gatekeeper for public service announcements (new attraction at Annie
Russell Theater and Artsfest jazz festival) would have been accepted for
use in the calendar of events listing by the CFM gatekeeper if they had
been received in time for publication.
One other release that was accepted by the WDBO gatekeeper (Groundbreaking for Arnold Palmer's Childrens' Hospital), would have also been
used in some capacity by the CFM gatekeeper had it been received earlier.
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TABLE 4
RELEASES RECEIVED BY BOTH GATEKEEPERS
Topic

Accepted By

Use

Expressway Extension
Update

WDBO

News item in "Futures
File"

Groundbreaking fo r Arnold
Palmer's Childrens'
Hospital

WDBO

News item in "Futures
Fil e

Changes in the Banking
Industry Lecture

WDBO

Feature Story

Artsfest Jazz Performance

WDBO

Public Service
Announcement

New Attraction at Annie
Russell Theater

WDBO

Public Service
Announcement

Downtown Orlando
Bed Race

WDBO

Public Service
Announcement
Calendar of Events

11

CFM
Hus key Realty Expands
Relocation Center
New Office Opening
First Visual Arts
Festival for Senior
Citizens

The majority of the releases accepted by the CFM gatekeeper dealt
with leisure activities that would appeal to individuals with a greater
than average amount of discretionary income (e.g., theater, dining,
vacation resorts, BMW driving school).

(See Table 5)

On the other hand,

the majority of releases accepted by the WDBO gatekeeper were more
news-oriented, with information that would be useful to a broader audience
type.

( See Tab 1e 6)
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TABLE 5
SUBJECT MATTER OF RELEASES ACCEPTED
BY CFM BY CATEGORY OF USE
Calendar of Events
-

New Theater Run
Photography Tour
Downtown Orlando Bed Race
Movie Calendar for Enzian Theater

"Newsmakers"
- Executive-Level Promotions (2)
Feature Story
- Guide to Private Schools
"Sidestreets"
- Upcoming Art Show
Dining Guide
- New Restaurant
Maybe
-

Florida Vacation Resorts
BMW Driving School
Safety Belt Law
Financial Gift to UCF
Impact of Space Shuttle Disaster
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TABLE 6
SUBJECT MATTER OF RELEASES ACCEPTED
BY WDBO BY CATEGORY OF USE
News Items
-

Local Dinner for Paula Hawkins
Governor's Itinerary for the Week
East Central Florida Regional Planning Council Meeting
Orlando Urban Area Citizens' Advisory Committee Meeting
List of Conventions in Orlando for the Week
Expressway Extension Update
Chamber of Commerce Legislative Forum
Florida Symphony Searches for New Music Director
Groundbrea king for Arnold Palmer's Childrens' Hospital

Business News
-

Ai r line Strike Update
9 5/ 8% Mortgage Financing for Low and Moderate Income Home Buyers
Grand Opening of New Bank Branch
Chamber of Commerce Project 2000 Press Conference

Feature Story
- Change in the Banking Industry Lecture
- Lecture for Alcohol Beverage Servers on How to Spot Fake I.D. s and
Prevent Potential Dangerous Situations in Bars
- Exploitat i on of Student Athletes
1

Public Service Announcements
- Artsfest Jazz Performance
- New Attraction at Annie Russell Theater
- Downtown Orlando Bed Race
Crime Report
- Third Annual Youth Crime Awareness Conference

The most frequently cited reason for rejecting press releases by both
gatekeepers was

11

not appl icable

11

(CFM) or

11

not relevant

11

(WDBO).

In addition, the CFM gatekeeper reported receiving more releases
covering a greater number of topics.

The CFM gatekeeper also received a

greater number of press releases of less relevance to the Orlando area in
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particular (e.g., New England Dogwood Festival) than did the WDBO
gatekeeper.

(For a complete listing of rejected releases by both

gatekeepers, see Table 7.)
TABLE 7
CONTENT OF REJECTED RELEASES BY
REASON GIVEN BY GATEKEEPER
CFM
Not Applicable
-

ew Product Announcement
Travel Information
New Office Opening
1O-City Windsurfing Tour
Growth in Executive Search Business
Country's First Solar-Powered Community
Bank Acquisition
Juggling Show in Daytona
Completion of a Local Television Commercial
Expressway Extension Update
Volunteer Search for Arts Council
Gran t Writ i ng Workshop
WCP X Program Listing
Banking Lecture
Church Groundbreaking
ew Dormit ories at UCF

Total Number:

31

Percent of Total Rejected:

27%

Not Local
-

Cocoa Beach Chamber of Commerce News (4)
New Development in Vero Beach
Groundbreaking in Sarasota
Sales Records by Jacksonville Boating Company
Imitation Hemingway Competition in Los Angeles
New Museum Piece in Connecticut
Dogwood Festival in New England
North Carolina Camping Information
Most Heroic Dog Selection by Ken-L-Ration
San Diego Wine Competition
New Corporate Attorney at U.S. Tobacco
Awarding of Hammer Prize in Los Angeles
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TABLE 7 -- CONTINUED
New Division Formed in Illinois Company
- Travel Package to France
- Sanibel Island Vacation Package
- Record-Breaking Sales by St. Petersburg Financial Group
Association of Records Managers and Administrators Convention in T~npa
- Camping Facilities in Connecticut
- Palm Coas t 5K Run
- Design Arts Review Newsletter (Tampa)
- St. Petersburg Fundraiser
- Strawberry Festival in Plant City
Tot al Number: 25
Percent of Total Rejected: 22 %
No Int eres t
-

New Pr oduct Announcement (3)
Dancing Festival at UCF
Summer Trip sponsored by UCF
How Cognac is Made
Deregulation of Telephone Service
ew Clients Acquired by Local Advertising Agency
Offi ce Groundb r eaking Ceremony
New Laser Eng r aver at United Trophy
Ne\J Business Copy Center Opens
Hyatt Wins Dining Award
Opening of New Library Branch
Free Church Concert
Junior Achievement Recognizes Top Students
Pet Show

Total Number:

16

Percent of Total Rejected: 14%
No Business Section
- Chamber of Commerce to Participate in White House Conference on
Small Business
- Mason Homes Announces New Development
- Huskey Realty Expands Relocation Center
- Central Florida New Business Report
- Watson Realty Reports Record Year
- New IRA Option at Pioneer Savings
- Empire of America Acquires Relocation Company
- Landstar Homes Announces Near-Record Sales
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TABLE 7 -- CONTINUED
-

Dedication Ceremony at Retirement Community
General Finance, Inc., Relocates
Catalina Homes Announces New Models Open
Fugelberg Koch Selected to Design Villas for New Community
New Office Opening
Chickasaw Park Announces Two New Floorplans
Long Term Bonds May Not Be Best Investment

Total Number: 15
Percent of Total Rejected: 13%
Received Too Late
-

New Attraction at Annie Russell Theatre
Orlando/Oran ge County Convention and Visitors Bureau Meetings Schedule
Artsfest Jazz Performance
New Singer at Rum Largo Lounge
Decorating Workshop for Singles
Highlights of Special Programs Upcoming on Channel 24
Groundbreaking for Arnold Palmer's Childrens' Hospital
Rollins College Calendar of Events
Mount Dora Art Festival Winners
New Painting Exhibit at Art Gallery in New Smyrna Beach
- First Visual Arts Festival for Senior Citizens
- Sailing Regatta Benefit
- Seminole Community College Theater Calendar
Total Number: 13
Percent of Total Rejected: 12%
No Space
-

Mardi Gras Festival at Major's Cuisine
Final Design of Eastern Beltway Started
Arnold Palmer Childrens' Hospital Receives $50,000 Grant
Second Annual Orlando Old-Timer's Baseball Game
Call for Volunteer Drivers by American Cancer Society
Medieval Times to Open an Attraction in California
Channel 24 Program Itinerary
Deland Museum of Art Acquires New Piece
Watercolor Exhibit

Total Number: 9
Percent of Total Rejected:

8%
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TABLE 7

CONTINUED

No Picture
- New Position Appointments (3)
Total Number: 3
Percent of Total Rejected: 4%
WDBO
Not Relevant
-

New Product Announcement
New Office Opening
National High School Cheerleading Championship at Sea World
Kirkman Road Contract Awarded
Rollins College Sponsors Bass Fishing Tournament
Meat and Poultry Hot Line
Campaign on Aging to be Produced by Orlando Advertising Federation
New Housing Development
Huskey Realty Expands Relocation Center
Media Preview of Designers' Show Ho use
Governor Names Fourteen to Commission on Advocacy for Persons with
Developmental Disabilities
Motorcycle Safety
The Birth of the Motorcycle
Race Car Exhibit at Mall
Stamp Collectors Convention
New Development in Maitland
Church Groundbreaking

Total Number: 24
Percent of Total Rejected: 58%
Old News
-

Sun Bank's Corporate Equity Fund Ranked in Top One Percent
Epcot Poll - American Shopping Choices
Epcot Poll - Education Affects TV Viewing Habits
Tax Time Approaching; Preview Casualty and Theft Losses
Fundraising Begins for Ast r onaut Memorial
First Visual Arts Festival for Senior Citizens
Visiting Artists in Community
Service Award Recipient

Total Number: 8
Percent of Total Rejected: 20%
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TABLE 7 -- CONTINUED
Not Local
-

Visiting Authors (3)
Homecoming Celebration at Stetson
Philadelphian Receives Stetson's Highest Award
Groundbreaking in Sarasota

Total Number: 6
Percent of Total Rejected: 15%
Too Commercial
- Special Dinner at Restaurant for Miss Altamonte Springs Contestants
- United Telephone Phone Book Sweepstakes
Total Number: 2
Percent of Total Rejected: 5%
Solicitation of an Endorsement
- Legislative Committee's Position of Homestead Exemption
Total Number:
Percent of Total Rejected: 2%

Origin of Releases
For both gatekeepers, the greatest percentage of all press releases
received came from the Orlando area, including Winter Park, Altamonte
Springs, Maitland and Longwood (CFM:5O%, WDBO:57%).

The second largest

origin of releases received by both gatekeepers was from locations
out-of-state (CFM:3O%, WDBO:3O%), followed by elsewhere in Florida (CFM:
20%, WDBO:13%).
Of those releases accepted for use by CFM, 65% originated in Orlando,
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21 % originated out-of-state and 14% originated elsewhere in the state of
Florida.
Furthermore, of those releases accepted by the CFM gatekeeper, 43%
came from the actual company or organization seeking publicity, 43% came
from advertising agencies and public relations firms acting on behalf of
clients, and 14% came from schools and universities.
Of those releases accepted for use by the WDBO gatekeeper, 80%
originated in Orlando, 15% originated elsewhere in the state of Florida
and 5% originated out-of-state.
In addition, 95% of those releases came from the actual company or
organization seeking publicity, while 5% came from advertising agencies
and public relations firms representing clients.

Of those releases

rejected for use by CFM, 49% originated in Orlando, 31% originated
ou t -of-state and 20% originated elsewhere in the state of Florida.
Furthermore, of those releases rejected by CFM, 64% came from the
actual company or organization seeking publicity, 33% came from
advertising agencies and public relations firms acting on behalf of
clients and 3% came from schools and universities.
Of those releases rejected for use by WDBO, 46% originated in
Orlando, 41 % originated out-of-state and 13% originated from elsewhere in
the state of Florida.
In addition, 56% of those releases came from the actual company or
organization seeking publicity, 37% came from advertising agencies and
public relations firms representing clients and 7% came from schools and
universities.

TABLE 8
ORIGIN OF RELEASES ACCEPTED BY GATEKEEPERS
CFM

#-

-

Actual Company or Organization
Origin
Orlando
Elsewhere in Florida
Out-of-?tate
Total

6

#

-

5

1

7

3

6

43%

Advertising Agency/P.R. Firm

6

Orlando
Elsewhere in Florida
Out-of-State

2

Total

1
-3
6

Orlando
Elsewhere in Florida
Out-of-State
Total
TOTAL

19

15%

-#
1
0
-

0

1
2

#
-

1

-%
75%
15
5

43%

-%
14%
7
22
43%

Schools and Universities
Origin

43%
-#
15

--

-#

-

-%
36%

0

Origin

WDBO
#--%
19
95%

%

0%

5%

0
0
-0

2

0

-%

14

100%

20

100%

2

0

0

-0

-%
14%
0
0
14%

0
-0

5%

-%
5%

14%
-#

1

-%
-%

w
w

TABLE

9

ORIGIN OF RE LEAS ES RE JEC TED BY GAT EKEE PERS
CFM

#-

Actual Company or Organization
Ori~in
Orlando
Elsewhere in Florida
Out -of - State
Total

40
17
15

-%
35%
15
14
-

17

72

64%

23

Advertising Agency/P.R. Firm
#

Orlando
Elsewhere in Florida
Out-of-State

37

Schools and Universities

TOTAL

4

Origin

#

Orlando
Elsewhere in Florida
Out-of -State

0
0

4

-%
4%

%

-

2%

-

-35
37%

4%

3

#
1
2
0

37%

56%

l

15

15

7

0

33%

56%

-

#

14

23

42%
7

33%

18
-

-

%
-

3
3

-%
10%
5

11
6
20

Total

Total

#

37

Origin

-

64%

72
#

WDBO
u--%

%

7%

-%
2%
5

-

-

4

4%

3

7%

113

100%

41

100%

w

~
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Length and Types of Releases
Of those releases accepted for use by the CFM gatekeeper, 79% were
individual press releases sent by themselves; 14% were press kits, and 7%
were calendar listings.

More than half of the individual press releases

sent by themselves were one page in length. (See Table 10)

All of the

accepted releases contained a contact name and telephone number, with the
exception of the calendar listing.
Of those releases accepted for use by the WDBO gatekeeper, 45% were
individual press releases sent by themselves; 25% were calendar listings,
15% were letters, 10% were company newsletters and 5% were press kits. All
of t he individual press releases sent by themselves were either one or two
pag es in length. Additionally, each accepted release

contained a contact

name and telephone number, with the exception of the calendar listing.
(See Table 10)
The majority of the rejected press releases received by both
gatekeepers were individual press releases sent alone (CFM:83%, WDB0:81 %).
Of those, most were either one or two pages in length (CFM: 84%, WDBO:
76%).

The balance were composed of press kits, calendars, letters and

newsletters.

(See Table 11)

The majority of the total number of press releases received by both
gatekeepers were individual releases sent alone (CFM:83%, WDB0:69%). Of
those, most were either one or two pages.
and newsletters made up the balance.

Press kits, calendars, letters

(See Table 12)

TABLE 10
LENGTH AND TYPE OF RELEASES ACCEPTED BY GATEKEEPERS
CFM

Type of Release

#

Individual Press Release
Length
One Page
Two Pages
Three Pages
Four Pages
Press Kit
Calendar
Letter
Newsletter
Total

ll

#

-

6
3

l
l

-

~~DBO
#--%

-%

-

-

79%

9

45%

%

-

#

%

5
4

25%
20

-

43%
22
7
7
2
l

---

-

14

14%
7
--

100%

l
5
3
2
-

5%
25
15
10
-

20

100%

w
O')

TABLE 11
LENGTH AND TYPE OF RELEASES REJECTED BY GATEKEEPERS
CFM
#-%

Type of Relase

-

Individual Press Release
Length
One Page
Two Pages
Three Pages
Four Pages
Press Kit
Calendar
Lette,
Newsletter
Total

94

~WBO
#--%

-

-

83%
#

#

%

50
29
11
4

44%
26
10
3

-

-

15
10
5
3

6
5
3
5

113

6%
4
3
4
100%

-

33

81 %

3
l

7%

%

-

37 %
25
12
7
2

2
2
-

5
5

41

100%

w
...._.,

TABLE 12
LENGTH AND TYPE OF ALL RELEASES RECEIVED BY GATEKEEPERS

-

105

Individual Press Release
Length
One Page
Two Pages
Three Pages
Four Pages

WDBO
#--%

CFM
#-%

Type of Release

#

-

56
32
12
5

-

-
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83%

%

#

%

20
14
5
3

33%
23
8

-

-

44%
25
10
4
8
6
3

Press Kit
Calendar
Letter
Newsletter

-

Total

127

5

-

6%
5
2
4

100%

69%

5

-

4
6
5
4

61

-

7%
10
8
6

100%

w

(X)
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Gatekeepers' Responses to Interview Questions
Ql.

What criteria do you use in selecting a press release?
CFM:

"vJe block out a rough issue plan for an entire year well in

advance--usually one year--and then add to that as needed.

A lot of

our story tips come from word-of-mouth--more than anything we ever
get through the mail.

Occasionally we use press releases for ideas

for our 'Sidestreets' section, but mostly we rely on tips from phone
calls.

I use press releases for information for our 'Newsmakers'

section, but only if they are accompanied by a photograph.

We get so

many, I just use the ones that send a picture.
"For our other stories, I look for things that are interesting
and somehow out of the ordinary.

No matter what, it has to be local,

or at least relevant to the community."

1,,Ju BO :

11

I 1ooI< for th i ngs that fa 11 i nto one of sever a1 cat ego r i es

that we are interested in.

We are always looking for things dealing

with crime, education, pollution and the environment, growth management, traffic and transportation, arts and leisure pursuits, health
and fitness, and personal finance and money management.

If a news

release falls into one of those general headings, and seems actually
newsworthy, I hang on to it.

Otherwise, it goes in the trash.

"Community service announcements and events calendars I pass on
to the public affairs department--those are almost always used in one
form or another."
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Q2.

Approximately how many press releases do you receive per week?
11

CFM:

1 get anywhere from 100 to 150.

It's very tempting to just

throw them all away without even looking at them--especially since we
are so understaffed--but I force myself to open every one of them and
at least look at them.

You never know when you're going to find one

that has the makings of a good story in it.

WDBO:

11

0h God, I must get at least 50 of them a week.

close to 100.

Q3.

11

It seems like a thousand.

Sometimes

11

Describe the audience for whom you select stories.

What type of

research do you have to support this perception of your audience?
CFM:

"Our readership is mostly female, between the ages of 25 and

45, and in the upper-income bracket ($50,000 plus).
11

We have a readership profile done every year by an independent

telemarketing firm, Hinton-Wesson of Altamonte Springs (Fla.).

WDBO:

11

A 42-year old woman.

Seriously.

11

When you get right down to

it, our average listener is a 42-year old woman.

She's employed, and

she drives a fairly new car.
11

According to the statistics, most of our listeners are between

the ages of 35 and 54, upscale and professional.

They're fairly

active in the community and aware of what's going on.
11

~~e get our demographic information from the Arbitron Survey,

which is done semi-annually.
industry.

11

It's pretty much the Bible in this
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Q4.

Approximately how long do you spend reading a release before you make
your decision?
CFM:

"I can usually tell within three to four seconds if a press

release has anything in it that I'm interested in--I get so many, I
just don't have the time to read each one word for word.

Like I said

before, there's a big temptation to just throw them away without even
opening them, but I try to at least look at them."

WDBO:

"It only takes me a couple of seconds to make up my mind; if I

spent 30 seconds with a release, I would consider that a long time."

Q5.

Do you reject press releases because of the format they are presented
Specifically,

in?
a.

Does it make

3

difference to you if they come in a press kit or

alone?
CFM:

"I could really care less.

As long as it doesn't take me too

long to get to the heart of the story.
from just a press kit alone.

I would never run a story

I mean, if somebody sends in a press

release that has a really good story idea in it, we would assign it
to a writer and have everything checked out and rewritten to our
specifications.

The release only serves as an idea-generator."

WDBO:

"I 1i ke to get as much information as I can.

nice.

They're more complete and they have a lot more information so

you don't have to go digging around for it.

Press kits are

Generally, we won't get

a press kit until after we express an interest in a release, though.
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Q5. -- CONTINUED
For example, I may get a one-page release from the Governor's office
about something he did, and if I call up and show some interest in
doing a story, they'll send me a complete press kit."

b.

Do you prefer them to be written in the inverted pyramid style?

CFM:

"Definitely.

I can't spend a lot of time reading press

releases, so I usually just glance at the headline and the first
paragraph or so.
even see it.

vJDBO:

11

If the information isn't up front, I probably won't

11

By all means.

There s a good chance important information
I

will be missed if it's not included in the lead.
on page three of a press kit.

Or if it's buried

It's got to be right up front where I

can see it without looking too hard."

c.

Does the length of the release matter to you?

CFM:

11

Not really, al though like I said before, if the important

stuff isn't up front, I'll probably miss it.

I guess I would prefer

a shorter release--almost an outline--that just states the facts and
that's it.

vJDBO:

11

If we're interested, we'll do the story ourselves."

It really does n t matter, but I would rather have a longer
I

release than have to call for more information.

The more work I have
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Q5. -- CONTINUED
to do, the less the chances are I'll use it.
something else.

d.

I mean, there's always

11

Do you ever reject a release because there is no contact person
and phone number clearly indicated on it?

CFM:

"Absolutely.

I don't have time to try and track down the right

person in order to put a story together.

If they make it hard for me

to get a hold of the right person, I'll just forget about it.
always got more story ideas than I can use.

~JDBO:

11

I've

11

It's a real problem if there's not a contact person on the

release, although I can't recall an actual incident where I didn't
use something for that reason alone.

It just adds to the time our

staff spends verifying the information."

Q6.

What specific types of news are you most interested in receiving a
press release about?
CFM:

"We don't report any hard news, obviously, because our lead

time is two months in advance.

Also, we don't have a business

section, so anything business-related is rarely used.
real estate or new development stories either.

We don't run

Primarily, I look for

local, event-oriented stories that are interesting.

We do a lot of

charity and fundraiser-type stories."
WDBO:

"We stick pretty much to that list of issues I told you about

earlier (see question l), and, generally, any stories that fall under
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Q6. - - CONTINUED

one of those categories are saved and at least mentioned. They're
kept in what's called the 'futures file.
calendar file.

1

It's like a running

The stories are filed under the appropriate date and

then reviewed again about three to five days in advance of air time
by our assignment desk.

If we still want to mention a story after

reviewing it for a second ti me, we'll ·schedule it in the appropriate
segment."

Q7.

Describe any existing company policies you must adhere to in your
treatment of and selection of press releases.
CFM:

That's pretty hard.

anything.

I mean, there are no stated rules or

Pretty much, I just use whatever strikes me as

interesting.

As I mentioned, we don't have a business section, so

those stories are out.

We do try to cover most of the major

fundraiser events in town, but what I'm really looking for are good,
out-of-the-ordinary stories about local people or events that affect
the community in some way.

It's got to have a local slant to it.

That's really what a city magazine should be, any~\lay."

~·JDBO:

"We don't do editorials, so I never use anything that is

asking us to endorse an issue or something.

Also, we always confirm

everything we get before putting it on the air.
time-consuming, but it has to be done."

That can be fairly
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QB.

Are the press releases you select ever used without re-writing?
CF M:

11

No .

Not even for our c al end ar of events l i st i ng .

~J e put

everything into our own format."

WDBO:

"We couldn't run anything as is even if we wanted to.

It's

always got to be tightened up; we don't have the time to go into
depth like the newspaper does.

But even if we were to get something

brief and to the point, we'd still have to check it out first and
then it would be up to the staff to re-write it in a style that's
appropriate for the segment."

Q9.

Where in your publication/broadcast schedule do you use press
releases?
CFM:

"Mostly in the 'Newsmakers' seed on, the calendar of events and

the dining guide.

Occasionally, we use one in 'Sidestreets.'

We

rarely ever do a full feature story on something in a news release,
but it has happened.

WDBO:

11

"Community events and that sort of thing are passed on to the

public affairs department and put on our 'community bulletin board'
or run as public affairs announcements.

If the release is actually

newsworthy, we will use it as a news story.

We have specific time

blocks allotted for certain stories; for example, from 5:00 p.m. to
6:00 p.m. on weekdays is our business hour.
segment during that time."

We also have a sports
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QlO. Where do you get most of your news and story ideas?
CFM:

"Word of mouth and tips over the phone most often.

our freelancers will come up with a good story idea.

Sometimes

We have about

four or five regular freelancers that we use, so they know what we
like.

We also get query letters from people and if they have a good

idea, we'll look at their clips before we hire them to write a story.
Our publisher is very involved in the actual story plan, so a lot of
what we do comes dmvn from he,.

11

~~D8O:

Let s see, there s /l.P and UP I ( news

"From a ton of pl aces.

I

I

wires); we get ideas from national magazines like Time--one of the
best sources I've found is a magazine called Changing Times; we
listen to the police scanner, although it's illegal, but everybody
does it; news conferences; events calendars; reporter enterprise;
stringers and correspondents; telephone tips; news releases; and the
local paper and magazines.

We look for the creative angle. We also

concentrate a lot more on issues than hard news because Orlando isn't
like Miami or New York where you're likely to have a major crime
every day.

You're much more likely to hear about a traffic tie-up on

I-4 than a bar-shooting on our station--that's the kind of news that
affects our listeners."

Qll. Describe any prejudices you have which may affect your choice of
press releases.
CFM:

"That's hard to answer.

I'm sure I must have some, but I can't

really think of anything off the top.

I pretty much reject just
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Qll. -- CONTINUED
about everything I get anyway.

I guess the thing that bugs me most

is the companies and P.R. firms that just blindly send me a release
on everything they do.

If they just stopped and thought about it,

they'd realize most of the stuff they send me can't possibly be used
in our magazine.

But they don't think about it, or if they do, they

don't care and that probably gives me a negative attitude toward
press releases in general because they waste so much of my time."

WDBO:

11

There is no way I can completely avoid bias--anyone who tells

you otherwise is lying through his teeth.

There are some things that

just don't strike me as important, so I don't use them.
pet peeve, though, is New York P.R. companies.

My biggest

I get at least five

press releases a day from some P.R. firm in New York peddling an
author who's coming through town promoting a book.
up on the phone a few days later to follow it up.

Then they call me
It drives me

crazy.

If I wanted to do something on an author, I'd find somebody

local.

The stuff they send is just totally irrelevant.

Ql2. Biographical Information
CFM:

26-year old female.

grew up in Oviedo.

Single.

Born in Winter Park, Florida;

Has been the associate editor for Central Florida

Magazine for two years.

Prior to that, was a stringer for The

Orlando Sentinel for two years.

Graduated with a B.A. in Journalism

from the University of Florida in 1982.
playing the piano.

Hobbies include jogging and
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Ql2. -- CONTINUED
WDBO:

33-year old male.

Married, no children.

Born in New York

City; grew up in Camden, Tennessee (near Nashville).
news director for WDBO for two years.

Has been the

Prior to that, was the news

director for an A.M. station in St. Petersburg for two years, news
director for an A.M. station in Birmingham, Ala., for four years, and
an assignment editor and morning anchor for an A.M. station in
Nashville, Tenn., for six years.

Graduated with a B.A. in Russian

Studies from Vanderbilt University in 1975.

Did post graduate work

in economics at the University of Alabama in Birmingham.

Hobbies

include amateur radio, diving, cycling, hiking and exploring.

CONCLUSIONS
Short, concise press releases about local events and news appear
to be the most likely releases to be accepted for use by both community
magazine and radio gatekeepers.

Furthermore, if the gatekeepers employed

in this study are fair representatives of their class, radio gatekeepers
appear to have a higher acceptance rate of press releases presented to
them than do magazine gatekeepers.

Press releases coming from

out-of-state groups and public relations firms are the least likely to be
accepted.

Moreover, both magazine and radio gatekeepers readily admit

that personal bias enters into their decision-making process, and seem
to accept it as part of their function as an editor.
Public relations professionals would be advised to concentrate their
efforts of generating publicity on those media serving audiences which
are directly affected by the object or event they are trying to promote.
It should follow that radio gatekeepers, who serve an audience much
broader in scope than that of a city magazine, would be more receptive
to more types of press releases than magazine gatekeepers.
Press releases limited to one or two pages in length were most
successful in getting acceptance from both of the gatekeepers employed
in this study.

Calendars, newsletters, personal letters and other

nontraditional forms of news releases were more successful with the
radio gatekeeper than with the magazine gatekeeper.
A certain amount of prejudice against public relations firms
seemed apparent with the two gatekeepers in this study, and particularly
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with the radio station gatekeeper.

In addition to admitting a prejudice

against "New York P.R. companies," a full 95% of the releases he accept
for use came from the actual company or organization seeking publicity,
with only 5% coming from P.R. firms acting on behalf of a cleint.

While

the P.R. firms had a better success rate with the magazine gatekeeper
(actual companies:43%, P.R. firms:43 %), the only type of publicity they
were able to generate were mentioned in the calendar of events listing,
"Newsmakers" section, and the dining guide--hardly a major story.
These findings suggest that public relations firms might be advised
to use the letterhead of their clients when mailing out a release,
rather than their own, in order to prevent any prejudices against P.R.
firms by media gatekeepers from entering into the decision-making
process.
It is not clear from the data presented in this study why
Central Florida Magazine received more than twice the number of press
releases in the designated collection period than did WDBO.

Discussion

with each of the two gatekeeprs individually indicated that this was
not unusual; CFM had a tendency to receive 100-150 per week, and WDBO
received 50-100 per week.

However, DFM received many more releases

about events and happenings out of state than did WDBO.

None of those

releases, however, were successful in finding their way into print, and
appeared to be a complete waste of effort and expense.

Fancy

stationary, press kits, and shiny brochures did nothing to improve their
chances of being accepted. The bottom line with both gatekeepers was,
"Is this issue local and is it really news?"
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White's conclusion that the gatekeeper will select only those
stories which he believes to be true is partially applicable here.
While the final decision was completely up to their personal judgment,
both of the gatekeepers in this study appeared to be very well
indoctrinated into their company's philosophy, and acting within those
confines.

For example, the CFM gatekeeper admitted that her publisher

supported most charitable causes within the community, and consequently,
she was more likely to accept releases relating to those types of events.
In addition, the WDBO gatekeeper had a list of specific categories
that his radio station was interested in (health, environment, crime,
growth management, etc.) and his selection process was largely a function
of picking out those releases that somehow fit one of those categories.
This would suggest that Breed's postulation that the newsman's source of
rewards is not located among the readers (or listeners), but among his
colleagues and superiors, is also applicable here.
Gieber's position that the most powerful factor influencing the
selection of the news is the pressure of getting the copy into print
on time is also partially applicable in this case.

While neither the

magazine nor the radio station gatekeepers had the daily production
limitations of a newspaper (typesetting, printing, delivery, etc.),
both were responsible for single-handedly reviewing the press releases
that came in on a daily basis--a very time-consuming process--and
deciding the fate of those releases in addition to performing their
daily tasks.

Both admitted to spending very little time with each

release (usually a couple of seconds), because of a lack of time in
their schedules.
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The fact that the radio gatekeeper accepted a higher percentage
of the releases he received for use than did the magazine gatekeeper
could be explained by a number of reasons.

To begin with, magazines

have a much more rigid production schedule than do radio stations,
with most of their major stories planned well in advance.

A press

release must compete with previously scheduled stories for space, and
events listings must be pr epared at least two months in advance in
order to be mentioned.

These constraints obviously eliminate quite a

few releases.
On the other hand, while there are only a limited number of minutes
of air time a day that a radio gatekeeper has to work with, he does have
the capacity to handle a far greater number of stories with less lead
ti me than a magazine gatekeeper.
Two reasons cited by Honaker in his survey of editors' complaints
against press releases were mentioned frequently by both gatekeepers
in this analysis:

(1) releases that arrived after the event was no

longer news, and (2) releases that tell nothing new.

As Honaker found,

unless they had a local angle or an indication of a specialized local
interest, the editors generally had no use for them.

Conversely, news

releases that announced upcoming public events were the most consistently
successful category for both the CFM and WDBO gatekeepers' acceptance.
Perhaps most surprisingly, however, is the fact that there were no
references made by either gatekeeper to the audiences they were selecting
for.

Neither one of them mentioned using audience polls or reader

response as a guide to choosing stories suitable for use.

Instead, they

seemed to act as though their interests reflected those of their audience.
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